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Introduction 
They say music is the food of the soul, the pure expression of spirit. It can alter your mood 
and make you feel in ways unexplainable. Music is a form of media that has no boundaries. It 
has the power to connect the world under one flag no matter the language, race or religion. It 
is something that almost everyone is involved in, whether its listening, creating or producing. 
For me personally music has always been a part of my life and the world would seem empty 
and void without it. 

Desk Research 
Before the start of this project I already had 
a slight understanding of Bose, its range of  
products and its selling point, but naturally 
my knowledge of the company was 
nowhere near in depth enough to undergo 
the process of creating a worthy solution for 
a brand of such stature. At least not without 
thorough research, not only into the brand 
image and its target audiences but its 
company culture as well, what Bose actually 
stands for at heart. 

So, my process of research began as per 
usual, syphoning through multiple websites 
scrounging for any information to assist me 
through the task I had now embarked on 
and the first place I started (unsurprisingly) 
was Bose’s own personal page.  

A few examples of websites used for 
research: 

h t t p s : / / w w w . b o s e . c o m / e n _ u s /
about_bose.html 

https://www.bose.com/en_us/better_with_bose/dream_and_reach.html 

https://capitalistcreations.com/bose-schools-entrepreneurs-on-the-importance-of-style/ 

https://www.quora.com/What-are-the-interesting-facts-about-Bose-Corporation 

https://www.synthesio.com/blog/demographic-audience-analysis-bose-vs-beats/ 

https://brandongaille.com/23-headphone-industry-statistics-and-trends/ 
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Business Model Canvas 
Obviously, it can be extremely hard to analyze and express the value of a company, especially 
one as big and established as Bose. So, the next step I took was in creating a Business Model 
Canvas, which as Osterwalder explains is a great tool that can help you understand a 
business’s plan of operation in a structured and simplified way. Proper use of this method can 
lead to valuable insights into the key activities within the company’s separate segments and 
how they correlate with each other.  
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Process 
I didn’t want to let my man Osterwalder down, so I invested some time into reading up on how 
to formulate my Business Model Canvas correctly, these websites allowed me to have a 
deeper understanding of the requirements of each section and acted as a sort of guideline to 
the making of my own Business Model Canvas. 	    

https://medium.com/seed-digital/how-to-business-model-canvas-explained-ad3676b6fe4a 
h t t p s : // w w w. a l e x a n d e r c o w a n . c o m / b u s i n e s s - m o d e l - c a n v a s - t e m p l a t e s /
#Step_2_of_10_Value_Propositions  

After looking back at all the information that I had just accumulated through my research, I 
now felt I was ready and prepared to formulate a realistic Business Model Canvas for Bose. 
Following the structure that Osterwalder had so graciously provided, I began using post-it 
notes to shape out a similar layout on my own desk. 

I started with the center of it all - the section Value Propositions, jotting down all ways I could 
think of on how Bose attracted its customers. Once completed I moved on to the right side – 
the external factors. In my Customer Segments I listed down all possible parties interested in 
Bose separating them under specific titles as well as by age groups. The internal factors were 
simpler to transcribe as the section requirements were standardly research based. 

   

BMC summary 
With the creation of my BMC I was able to have a clearer glimpse on how Bose actually 
functions behind the scenes, how it as a company presents itself to each of its customer 
segments and which key resources it requires in order to keep the machine oiled up (smooth) 
and running.  

The section ‘Value Propositions’ proved to be of key importance, as through it I achieved 
deeper understanding of the methods Bose use to entice its customers and how it grants 
solutions to their pain points.  

At first I was only thinking about the value their products offered to potential buyers such as 
being of high quality or having an attractive design, but after broadening my view I came to the 
realization that Bose itself had a lot of benefits give its invaluable customers as well, with their 
customer support, return and trial policies and of course their background in sustainability. 

The desk research I had previously collected had already given me an idea of Bose’s main 
target audience, but through the making of my customer segments I was able to expand on 
what I had already known. Even though Bose focused its products on the upper middle class, 
it was not the only audience it dabbled with, as I soon came to understand there were a lot of 
other customer segments that were both interested and involved in the company. 

Separating the different parties of interest also allowed me the chance to see the correlation 
of the many Value Propositions Bose offered and which specific target audiences they were 
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aimed at. For example, New innovative technology being primarily for tech enthusiast or the 
military while an attractive design being for a younger audience or a more casual user. 

Although the process was extremely helpful in structuring a visual layout for Bose’s many 
surrounding factors, I myself am not part of the company and was only able to gather limited 
information on the company’s internal workings.  

SWOT 
To further my assessment of the company Bose I used a SWOT analysis, which is an 
abbreviation of the word’s: strengths, weaknesses, opportunities and threats. It is a commonly 
used technique by businesses in order to assess the four aspects previously listed and 
evaluate their current situation before deciding on a new approach or strategy.  

As mentioned in this website https://www.mindtools.com/pages/article/newTMC_05.htm, 
using a SWOT analysis correctly will be able to help you understand in which areas your 
company excels, or on the other hand where it falls short. It can offer you guidance into which 
direction your business can move towards and when doing so, what factors you should 
beware of. 
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Process 
I started by splitting an A4 piece of paper into four parts, one for each of the separate aspects 
of SWOT. I once again had to step back and re-read my data collected through my research 
and my newly created BMC and began separating the valid information into its correlating 
section.  

I first focused on the internal elements, the strengths and weaknesses which were pretty self-
explanatory, having the explanation in the name. The strengths were almost just a repetition 
of my BMC’s Value Propositions, while the weaknesses were a little harder to come by, but 
after my extensive research were straight forward to list down. 

I then started on the external elements, which proved to be the more formidable task, as none 
of the data I had accumulated so far could assist me. I was on my own and had to ask myself 
constantly: What are the possible near future factors that could arise from the market, 
competition and even the worldwide economy and then be generated as a possible 
opportunity or threat for Bose.  

SWOT summary 
By completing a SWOT analysis for Bose, I was able to structure my research further and take 
another step forward into gaining a clearer perspective into the possible avenues for Bose to 
take advantage of or in the worst-case scenario, be prepared for. 

Before the SWOT analysis I was purely looking towards the strengths that Bose offered, this 
method gave me a reason to look at the other side - the weaknesses, which in turn play a vital 
role in the company’s foundation and future because if a brand such as Bose only ever looked 
at the positives and disregarded the areas in which they were lacking, such as their high price 
tags and niche market, then they would never have the motivation to adapt, change and grow. 

But the element I found to be most crucial was the Opportunities. In making this section I 
obtained the first view of realistic which I could in cooperate into my final solution.  
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TOWS 
Having completed my SWOT analysis the next step was to conduct a TOWS, which as stated 
on this website: https://blog.oxfordcollegeofmarketing.com/2016/06/07/tows-analysis-
guide/, is a method used by companies as a strategic planning tool and unlike a SWOT it 
takes the process of evaluation one step further, emphasizing matching both the external and 
internal factors together in order to see how they relate to each other. By using this tool a 
business can gain better insight on how they use their strengths to benefit from future 
opportunities and reduce their threats by working past their weaknesses. 

Process 
I began by drafting another A4 paper, on the left side I wrote down the internal strengths and 
weaknesses with their corresponding points attained from my SWOT and did the same for the 
external opportunities and threats on the top of the page. 

I then commenced with the painstaking staking process of using one or more points from the 
internal factors and linking it with those of the external with intent to formulate possible 
strategic options for Bose. 
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TOWS summary  
Although this method was at times trying, almost forcing me to push my mind to its limit, I 
can personally say that it was fundamental in helping me gain a realistic view of future 
possible strategies Bose could utilize based on their current situation. 

In terms of my final solution, I can say without a doubt this method was the most beneficial 
yet, as it generated plausible results which in turn I could begin to conceptualize for my end 
product. 

Seeing as Bose is already such an acknowledged brand and have been marketing themselves 
for the past 56 years, there wasn’t so many options left that they haven’t already taken 
advantage of. 

But because of the adaptation of Bluetooth to cellphones headphone usage has surged, 
especially in the younger generation. Unfortunately, as I found out Bose’s price tags are too 
high to be enticing for a target audience with a shallow pocket. 

Summary 
Overall I found this whole process eye opening. Each step forcing me to deepen my 
knowledge and understanding of Bose and how it works and the many alternate strategies it 
could use to elevate itself further from its countless competitors. 

What I found most interesting how well each of these methods worked with one another. Each 
step somehow completing its predecessor, building on top of it like Legos to gain a higher 
vantage point and provide more insight into what the future might hold and how to control the 
strings of destiny. 
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Field research 
After completing my desk research, I now 
felt ready and prepared for the next step, 
primary data collection. Armed to the teeth 
will all the material needed (and maybe a 
little extra) I started formulating a list of 
questions with the main goal of uncovering 
the under ly ing reason behind the 
importance of headphones to its users and 
the values they not only offer, but rather the 
values deemed essential by the customers 
themselves. 

As I already mentioned my interests on 
Bose’s potential avenues with the younger 
generat ion I decided to keep the 
demographic of my interviewees in line 
with that of the target audience I wanted to 
focus in on so I questioned eight members 
of my fellow students, what a coincidence 
it was that they were the perfect age range 
to fit. 

With my questions at hand I began interviewing them and recording our conversations to look 
back on at a later date. I left most of my questions open ended wanting my participants to 
empress their thoughts freely, which lead to some priceless discussions and even some off-
script information. 
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Field research Summary  
After concluding my interviews, I was able to note that the majority of people (as expected) 
were avid music listeners and usually have music playing in the background, unless otherwise 
preoccupied with something that involves listening (probably TV). 

As my desk research also displayed the prospect of having wireless or Bluetooth headphones 
was one of the major reasons my participants made the purchase. The ability to freely listen 
to music while playing sport, working out or doing tasks such as cleaning or cooking without 
that ‘annoying’ cable limiting your every move and in some cases your phone as well.  

To quote one participant “I was at the gym working out, listening to music really getting into it 
and feeling motivated, but my earphones would keep coming out and make the music cut off 
and really just ruin the vibe and concentration, you know then you have to stop and plug them 
back in.” 

Across the board testing before buying was a must do, most people described their 
purchasing journey as; going to the store and trying out multiple different headphones, then 
returning home having found the product of choice and then checked online for the same 
model for a cheaper price tag. Only a few of my participants had used the trial period offered 
by most companies but agreed it was definitely better to test the product firsthand. 

Since the group I questioned was entirely made out of students living on a student budget, the 
maximum price they would be willing to pay for a pair of high-quality headphones ranged from 
1000dkk-1500dkk but of course could vary depending on their financial situation. Yet once 
again, discussing the topic further with my colleagues allowed me the chance to discover that 
many of them didn’t buy their headphones but rather added them to their Birthday/Christmas 
wish list and received them as a gift. 

Because of the high price on quality headphones most of my classmates buy and regularly 
browse while there are sales on, as we people with limited income usual practice on all 
regards of shopping. My colleagues also agreed on the significance of useful benefits from 
being loyal to a brand or registering with a company, a few honorary mentions are: discounts, 
repairs, updates and free accessories. 

Almost all my interviewees disregarded headphones as purely being a fashion accessory, 
which I 100% agree with. But to question no7, put an aesthetically pleasing design as the main 
motive behind purchasing a specific model over its counterparts. Followed by quality, price, 
brand and finally recommendation / reviews. Although a company’s input into being 
sustainable isn’t a key selling factor for their products it definitely is a bonus, especially for the 
people practicing it regularly at home.  

After each interview it became clear that most people didn’t have much knowledge about the 
history or backgrounds of the different headphone companies, what they stood for and what 
values each one offered. They mostly associated the brand with their marketing image 
(website and advertisements) the people who represent them and the collaborations they took 
part off.  

11



“Well I know Marshall makes high quality products, I always see huge bands using their 
amplifiers and speakers and if musicians use it then it must be good, right?.” Said one 
classmate. 

Finally, I asked each participant to use key words to describe the style of a professional, high 
quality headphones website, they answered: clean, clear, minimalistic, simple. They also added 
that the images had to be of high quality, that there should be videos included and a few 
smooth animations. Basically, the website as a whole should run smoothly and work together 
as it acts as a representative of the products and if the products are of high quality then so to 
should the website. 

In conclusion I can say that for most people headphones are not a necessity but rather a 
luxury product, especially for those with limited income. And unless you are an aspiring DJ or 
the biggest music enthusiast you could probably get through life without a pair. But on the 
other hand, music is a powerful tool and to be able to relish it at the best quality possible does 
cost something, especially when you get to look cool at the same time.   

Target group 
Because of the results generated through my primary and secondary research I chose the 
target group of young students, who appreciate music and are regular listeners. People who 
would given the chance have a pair of headphones hang around their neck on the way to and 
back from school but sadly don’t have the disposable money to afford such a luxury item. 

Persona template 
Now that I had my target audience selected the next step was creating a persona template 
and here are the reasons why I included each section. 
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1. Persona’s photo: to give a face to my persona and be able to connect to it. 
2. Information such as name, age, occupation, necessary to fully understand the persona’s 
perspective. 
3. A few words that would summarize its personality. 
4. Hobbies/interests: to get further connected to the persona and to remind myself it also has 
a life outside of my needs and I should take it into account. 
5. Devices: mainly because those were the ones needed for our solution.  
6. Bio: a brief introduction to the character, its background story, bringing it to life. 
7. User needs: most important things my persona wants to have or achieve in her life. I should 
work towards fulfilling these needs in my solution. 
8. Values: more specifically based on the persona’s attitude towards websites and articles. 
9. Pains: to know what kind of problems I should avoid and preferably solve. 
10. Business objectives: important not every website is created just to provide for the users 
but also have them fulfil the needs and wants of the business. 

Persona  
Finally leading to the creation of Martin Novak, someone who could be a face for my 
interviewees and represent them exclusively. Martin is a very active and friendly member of 
society, with a keen interest with everything music related, making music himself. His 
headphones broke recently and now he has to use the earphones that came with his phone. 
But it just isn’t the same but unfortunately he doesn’t have the money to buy a new pair that 
could be of a worthy standard. 
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CONTENT AND DESIGN 
Brainstorming 

Wordstorm 
To get myself started and the 
creative juices flowing I began 
with a word storm, starting with 
the word headphones and 
following it immediately with the 
next thing that came to mind, 
each word building off the last 
one imprinting my thought 
process on the page.  

It was interesting to see how the 
words separated themselves 
into particular topics, the ones 
closest together holding the 
most in relation while those 
furthest apart having the least in 
common. This brainstorming 
method worked well as an 
inspiration tool allowing me to 
reach a creative mindset.  

Mindmap 
Having finalized my word storm and using it as reference, I moved on to the next 
brainstorming technique, the mind map. I didn’t want to use Bose’s published site as a starting 
point but while working it became apparent that its format was already burnt into my memory 
due to the extensive time spent on the page. As a result, my mind map ended up being quite 
general and unfortunately didn’t reveal anything I hadn’t already known.   

But I was looking for something extra and it was this reasoning that prompted me to make my 
second mind map, one that prohibited using any words from the first in an attempt to reach 
the outskirts of my imagination. Without the availability of the ‘easy way out’ I had to ask 
myself: what could I add that would help Bose moving forward strategically, as well as benefit 
my persona Martin. 

Luckily this time it was a lot easier as I had a partner to voice my opinions with and bounce 
ideas off, generating discussions and opening a flow of creativity. And just like last time this 
method proved itself to be fruitful, rewarding with fresh ideas and taking me a step forward 
towards developing my solution. 
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CONTENT CREATION 
I took a step back to re orientate myself, soak in all the information I had accumulated over 
the past few weeks making sure I had it all digested before moving forward. Looking back at 
my 2nd mind map I tried to build stronger connections between some of the points I had 
written and the possible strategies I learned from my TOWS analysis, of course never without 
Martin’s interest on mind. I wanted to have a vivid picture of what I expected from the end 
product before moving forward.  I began by taking these two strategies into consideration: 

Lower cost of products to reach young audience.  (W1+W4+O1+O2 ) 
It is because of Bose’s high price tags that young students such as Martin in most cases don’t 
have the opportunity to buy their products and I was looking for a way around that, I mean I 
don’t know a lot about marketing but I’m pretty sure just lowering the price tags wasn’t an 
option.   

The first thing that came to mind was something I myself have used multiple times already, 
the same purchasing method that many companies such as apple offer, payment through 
subscriptions. 

Another opportunity Bose could take would be as Martin says “to better reward brand loyalty”, 
making it worthwhile for customers to both register and keep coming back on their site. But in 
order to achieve this Bose would need to make it advantageous for the client, possibly with 
the means of granting them discount on further purchases, increasing their warranty or even 
providing accessories for them. 

Trying the product out is very important when It comes to shopping for the right headphones 
and even though most companies provide 30-day free risk trial, they fail to market it right. 
Usually having it in small font in a corner. I propose allowing the customer to order multiple 
headphones to be able to test and compare them in the comfort of his home. 

As I found out through my research most people only recognize and define a brand through its 
multiple marketing schemes and collaborations, as this stand it makes sense to me that they 
should push to collaborate with different outlets and brands in order to reach the target 
audience desired.  

Sustainability plays a large role in todays society and is often the topic of many conversations. 
Bose holds up its end speaking about their approach to sustainability on their website but as I 
mentioned above, the majority of people, including their customer, aren’t aware of how they 
work behind the scenes. My goal was to somehow push their ideas of sustainability out from 
the shadows and get it noticed by the public. 

The idea first came to me when thinking about one of the key aspects of sustainability, re-
using. Why not have a page where their own customers can resell Bose products? And not 
only would this action shout ‘Sustainability!’, trading potential revenue into longer lifespans for 
products and less waste, but it could also attract those buyers with limited income. With more 
people wearing Bose headphones, it could easily develop into trend such as beats flourished 
with, marketing through word of mouth. 
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The more I thought about it the more I relished the idea and the larger it grew. It expanded to 
the point where it was not only a marketplace, but a page where customers are intended to 
share their own media, content and even interact with each other. Increased user activity on 
the site could also lead higher conversion rates for the company.  

Card sorting 
Coming into card sorting I felt pleased with all my designated subpages apart from ‘Share’, I 
had been fighting with myself in order to come up with a catchy, yet simple name that fully 
expressed the essence of the page.  

I proceeded with the method of open card sorting in hopes of receiving valuable feedback. I 
handed out my subcategories without their predetermined subpages and asked my 
participants to order them in the way they saw fit. 

17



As expected they had a difficult time with the multitude of subcategories I had, especially with 
those from my ‘Share’ subpage, for example thinking that ‘Marketplace’ was actually the name 
of the subpage that I had forgotten to remove. They ended up splitting all the subcategories 
into four lists (one less than I had intended). When asked to give a title to each subpage they 
labeled them ‘Store’, ‘Social’, ‘Help and Support’ and ‘About Us’, putting most if not all the 
subcategories from ‘Stories’ into their ‘About Us’ section.  
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I then handed them my own subpages, to which they changed their layout to be comparable 
to my own. Although they were still unsure about the subpage ‘Share’, constantly asking me 
what it meant. 

After explaining my version of the subpage ‘Share’ and what it was to include, I saw the 

confusion slowly leave there faces. But just like me they were still unsatisfied with the name, 
saying that ‘Share’ was not clear enough and would easily be confused with ‘Sharing a photo’ 
or ‘Sharing a post’ (understandable). We then began trading numerous words back and forth, 
‘User’, ‘Take part’, ‘Participant’, ‘Be involved’, ‘Join’ and finally we landed on ‘Community’, which 
seemed to fit perfectly and truly convey the message I wanted. 

A few other changes were made, swapping out ‘Headphones’ for ‘Shop’, which made sense 
seeing as it was a site that only sold headphones. In addition, a few subcategories were 
changed, ‘Featured’ to ‘Collaborations’ and ‘Health’ to ‘Lifestyle’. 
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Site map 
Now that my subpages were set in stone, I drew up my site map. Highlighting the pages, I 
would be focusing on and with a red line indicated that the shop would have an internal link to 
the marketplace. 

Sketches 
Before pen even touched paper, my first action was to look up the competition in search for a 
starting point. With headphones being a luxury product and all, I wasn’t caught off guard when 
I found almost every website I turned to inspirational. Each one brimming with solid layouts 
and its own personality. But the two I found most impactful to my design process was that of 
https://www.bang-olufsen.com/en and https://www.marshallheadphones.com/dk/en/. Bang 
& Olufsen being insanely professional and minimalistic, while marshall felt more raw and had 
classic rock & roll to it. I classified Bose somewhere between both of these designs and that’s 
what I set out to accomplish. 

I began by sketching my homepage, at first for desktop and later for mobile. Starting first with 
the navigation bar, which once again I wanted fixed to the top of the page for easy access. 
One thing I already knew I needed to have was a high quality video as the first thing you saw 
when you opened the website, to really achieve that ‘wow’ aspect. 

Next I addressed the layout of the page, once again I had a fairly certain idea of what content I 
wanted to be added and how to present it. But nevertheless I let my hands to the work and my 
eyes and instinct be the judge later, trying out multiple different variables of the same thing. 
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I had a bit of difficulty choosing in which way customers could navigate the store, but by days 
end I had decided upon using one similar to that of marshall, having the categories on the top 
available to be switch through easily, as I feel it was not only obvious and accessible for the 
user but it also created a minimalistic tone that I wanted. The other options felt a bit to basic 
and heavy, while I wanted my design to remain clean and modern.  

I was contemplating the design for my community for quite a while, wondering if it should act 
and look like another lading page, with large clickable links which would then whisk you off to 
the selected page. But after sketching it out I found it too basic and bulky, definitely not what I 
was going for in terms of design. It was at this point I came to the realization that I could use 
the same navigation as I did with the store, keeping the design clean and more consistent. 
And maybe I could apply the same system of navigation to every page, creating a sense of 
harmony and coherence throughout the entire website.  
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Mood board 
Looking at my sketches and revisiting my word storm for inspiration regarding potential colors 
and imagery, I began my mood board. I decided upon using a variety of grey tones from light 
to dark with the intention of creating a mysterious and yet professional atmosphere. I also 
added two light shades of blue and red, as I wanted a particular color to stand out for my 10%.  

At this point I was leaning more towards the blue, a lighting blue to indicate speed and 
electricity (even testing it out as seen on my mood board), while the red to invoke power and 
strength, although being a light red it felt somehow out of place. As I was still undecided I 
included both colors to my give myself options when it came to designing. 

I scanned the web for images which could reflect the mood I wanted to create on my website, 
minimalistic and modern. I took in partially cropped images of headphones and especially 
those which still had shadows in the background, avoiding the feeling of seeming flat. I also 
chose images that represented my color scheme from both sides of the spectrum. 

Style tile 
After experimenting further with both blue and red, I decided not to use either of them in heavy 
amounts. For both colors would just act as a hindrance to a website that wanted to achieve a 
minimalistic appearance. I jumped ahead and attempted to use blue as the colors for headers 
and hover effects, but in the end I determined that it only gave the website a feeling of 
cheapness that I wanted to avoid. 
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I kept the light red to purely be used for important ‘stand out’ buttons and maybe some thin 
outlines, but other than that I planned to use the shades of grey, black and white to create a 
calm, professional tone.  

For the text I played around with multiple different fonts, bold, regular and letter spacing until I 
had my favorite three to pick from. I choose Poppins bold for the titles, as it felt loud and 
expressive and Roboto for the regular text, allowing there to be a visible contrast between the 
two. This time I was set on using two san-serif fonts as I wanted everything to shout 
“modern”. 

Mockups 
Feeling to excited to wait I jumped straight into mockups, I wanted to bring my design to life 
using color images and text. Just as my sketches depicted I had many full screen sections in 
which I experimented with different images and text variations searching for the best choice 
possible. 

Designing the layout for the products was the next step. At first I used a similar design to that 
of Bose, including reviews and stars for ratings but I soon found it to be too crowded and that 
it took away the feeling of minimalism and look rather cheap, comparable to amazon. So, I 
redesigned them taking away any unneeded extra text and icons and left the design simple 
and clean. 

Another thing to point out is that I made the link from the store to the community marketplace 
less noticeable then the other buttons. My thought process being: yes, they want to promote 
sustainability but they are a business after all and need revenue too and if there was a large 
red button I believe it would stand out too much especially on such a simple minimalist 
design. 
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Writing the text was also of time spent contemplating and re writing until coming up with the 
best way to word each sentence. The design wouldn’t work if the text was just subpar. 
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Usability testing 
Once I was finished with my mockups I commenced with usability testing, my parents took 
part, who might be the best or worst participants, it depends on how you see it (they aren’t 
good with technology).  

I asked them for their first impression of the website and then gave them a few takes to 
complete, to see whether they could navigate through the pages easily, such as finding the 
register section or going to the community marketplace.  

As I expected they had no trouble following the set tasks and navigating through the website 
and continued to compliment me on my design how it looked clean, simple and yet 
professional saying the way I used the red only for specific buttons really made it stand out 
that much more. (parents aren’t the best critics to have, but they were all I had). 

Coding 
I started coding my navigation bar first, inside the header container I put both the a href links 
that would appear on full screen, as well as the links inside my burger menu. The links and the 
burger wrapper were both styled to display:hidden until @media resolution 890px. The burger 
menu was made using a checkbox which was hidden, I then targeted the checkbox to affect 
other siblings both when checked and unchecked, using transitions ease-in to give a nice 
easing and not so stagnant or robotic effect. 

I also wanted to have my nav bar slide down on scroll, unfortunately this involved java script to 
a level I was not able to reach yet. Instead I took help from WW3 schools https://
www.w3schools.com/howto/howto_js_navbar_slide.asp, but I adapted it to fit my wants, 
Instead of the subpages also folding down I wanted to have them already visible when the 
screen loaded. To achieve that I left the on scroll nav bar empty and instead used position 
absolute and a higher z index. 

I wanted to make use of what I learnt during my specialization project and have the Bose logo 
draw itself. So, I set out turning each letter of the Bose logo into SVGs and uploading them to 
brackets. Then using this console log  

var path = document.querySelector("svg path"); 

var total = path.getTotalLength(); 

console.log(total);,  

I was able to measure each separate SVG and finally adapt them in CSS using dash-offset and 
dash-array. The rest was just a long process of playing with animations and timings to make 
everything fit together on smoothly. And things just got more complicated when I added a 
video behind and had to delay the time it started.  

Another thing I adapted from my specialization project was the use of on scroll animations. I 
used the AOS library in order to control how each element moved and when it moved using 
CSS. 
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Because my navigation links were white and I refused to use a color for my hover effect, I had 
to come up with another method. Turning the opacity of the hovered object didn’t make sense 
for me either. So, I planned to change the sibling opacity and keep the hovered subpage white, 
I went on to use this method for the rest of my pages as well keeping the design constant. 

For the subpage ‘Shop’ I wanted to create a working sub navigation, one that didn’t change the 
page when you chose to another option. For this I once again visited WW3 schools and this 
time adapted a slideshow to fit my needs. https://www.w3schools.com/howto/
howto_js_slideshow.asp 

I removed all unnecessary details from inside each slide and change the ‘dots’ into my 
subcategories. The process took a long time and a lot of coding, but I was extremely happy 
with the end result. As well as that I made the subcategories sticky so they would act as a 
second navigation bar and be always accessible even if the user scrolled too far. 

Once my website was finished I validated both my HTML and CSS code. Unfortunately the 
HTML validator wasn’t too happy with the animation I created for my button hover effect 
saying I couldn’t have a <div> in side of a <button>, regrettably I couldn’t find a way around this 
so I left it as it was. I then completed a performance check the result are as shows below. 
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Conclusion 
In regards to the information I gathered from my desk research and the strategies generated 
especially from my TOWS I believe I did create a worthy solution for Bose, applying methods 
into their site that could allow them to reach a wider market in a red sea of competition, as 
well as pushing their efforts in sustainability into the light and creating a platform which in 
hopes would produce a wider stream of customers and in turn a larger customer base. But 
the solution I created was not only to help Bose, as I had Martin needs on mind as well, finding 
solutions that would help both the parties achieve what they desired. 
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